This special issue is particularly relevant given the blurring of geographic cultural boundaries and the reshaping of society though global flows relating to mediascapes, ethnoscapes, ideoscapes, technoscapes, and finanscapes (Appadurai, 1990) . The blurring of boundaries and the associated
emergence of a 'global consumer culture' (Cleveland and Laroche, 2007; Zhou et al., 2008) allows companies to standardize their branding and communication strategies. Nevertheless, meaningful cultural differences can still be found in consumer psychology and behavior across countries (e.g., Walsh et al., 2014) .
The extent to which consumer behaviors are influenced by culture is worthy of study from different approaches. The social collective, biological and cognitive approaches discussed by Briley et al. (2014) , each provide complementary insights into the role and function of culture on consumers.
Given that the majority of theories used in the consumer discipline have to date been developed based on samples of consumers in Western nations (Arnett, 2008) there is still a major question as to the universality of consumer behavior theory. The evidence put forward by Briley et al. (2014) suggests that the assumption of universality is questionable. Thus, there is a need for additional scholarly attention on cultural differences in consumer psychology, behavior and beyond.
Content of the Special Issue
Our call for papers attracted 39 submissions which is somewhat reflective of the increasing scholarly attention cross-cultural consumer research is currently receiving. The objective of this double special issue was to extend the debate on the role of culture in consumer theory and examine psychological and other influences on consumer behavior in cross-cultural and cross-national contexts. The articles chosen for this special issue include studies that examine sub-cultures within a single country, as well as several that move beyond the dominant US/Western European consumer sampling frame.
The topics investigated range from psychological investigations of consumer perceptions and motivations, to behavioral assessments of communication and purchase. Overall, the resulting nine articles in this double special issue provide new insights into the latest cross-national and crosscultural consumer research, which enhances theoretical and practical understanding across a varied set of contexts involving data from fifteen different countries.
The first article by Sudbury-Riley and colleagues is grounded in the area of cross-cultural global age research and focuses on self-perceived age in four countries, namely the UK, Germany, Japan and Hungary. The authors use a quantitative research design and collect data from 880 Baby Boomers to investigate multi-national measurement invariance of cognitive age which impacts consumer behavior and is related to values. The authors' findings provide support for the existence of a 'young at heart' culture in all nations examined in the study, and hence put forward the suggestion that a 'global consumer culture' based on being 'young at heart' may be emerging. The second contribution to the special issue, by Torelli and colleagues, investigates cultural patterning on power norms in consumers' evaluations of service providers. The authors focus on subcultures, and specifically investigate differences in injunctive norms applied by White Americans and Hispanics in 
